
Insights and Analysis 
 
The empowHER committee chairs took great care to ensure that the 2019 retreat met the needs of the attendees, 
mentors, volunteers, and sponsors. This involved a great deal of research and communication with stakeholder 
groups. Both primary and secondary research methods were utilized. The committee chairs overseeing mentors, 
sponsors, volunteers, and communications conducted interviews or surveys with target audience groups. All 
participants were sent surveys, resulting in a 25% response rate. Surveys were also sent to 50 volunteers, 30% 
responded. New parent attendees were interviewed in person, and 10 in-person sponsor interviews were 
conducted. Committee chairs conducted interviews with representatives working with under-served students in 
the Lansing area to ensure their needs would be met with 2019 programming.  
  
The leaders of empowHER also conducted secondary research to identify other ways in which the event could be 
improved for 2019. They reviewed surveys from prior years to assess which communication tools were most 
effective and which retreat components needed modification. They read recommendations from parents and 
participants to help discern changes that they should make in programming and structure for the event, which 
topics were of most interest to the participants, and which speakers were the most impactful. Based on the results 
of their research, changes were made in how mentors received information, outreach to parents and sponsors 
started sooner than in prior years, and even the food offered the day of the event was changed. Feedback also 
resulted in more tangible, hard copy takeaways for parents to support them as they continued to to focus on what 
their daughters learned after the retreat.  
 
Prior events’ media coverage and retreat content was also reviewed. In previous years, the retreat received 
modest media coverage, so that was identified as a priority for 2019. And retreat topics and activities were 
adjusted based on how the target audiences received the overall event messages. 
 
Planning 
 
PMSI worked closely with all empowHER Retreat leaders to carefully structure the 2019 event, and then conducted 
a thorough evaluation for assessment and planning of future retreats.  The team surveyed the audience—a 
participant base of 450 girls from the greater Lansing region. They then carefully reviewed the approach and 
engagement of sponsors, mentors, volunteers, attendees—especially the underserved girls of the area—and their 
parents, and potential speakers and presenters.  
 
The goal of the empowHER event was to expand the reach to more girls from diverse backgrounds, so PMSI 
established a public relations goal in support of that focus. PMSI’s goal was to increase media coverage and 
overall exposure for the event. The event’s objectives were: 

● Increased communication to sponsors by 75% over the prior year to reach a more diverse and state-wide 
potential sponsor group; 

● Increased communication with mentors by 75% from the previous year’s event in order to better prepare 
them for the event; and 

● Increased exposure of the event through social media and other publicity opportunities by 75% from prior 
events to maximize outreach. 

 
The target audiences of this campaign were: girls in grades four through nine in the greater Lansing, MI, area, 
particularly under-served girls; potential mentors and volunteers for the event; and potential sponsors of the 
retreat. PMSI created an outreach plan that included public service announcements, a podcast series, and live 
television and radio interviews.  
 
The budget for public relations was low. PMSI donated substantial hours in order to exceed the media and reach 
goals for the event.  
 
 
 
 



Execution 
 
PMSI maximized publicity opportunities to engage target audiences about the empowHER Retreat. Outreach 
began in October 2018 and concluded on April 24, 2019. A clear timeline and outline of strategies was designed, 
and opportunities to leverage resources throughout the region were identified. Tactics included: 

● Airing public service announcements prior to the event on three stations (February 2019 - April 2019); 
● Creating and airing a state-wide podcast to sponsors and families prior to the event (January 2019 - April 

2019 and, for empowHER 2020 beginning in February 2020); 
● Coordinating live interviews the first day of the event to air during news with six segments running 

throughout programming (April 25, 2019); and 

● Conducting radio interviews on March 13, 2019 in Lansing with Jack Robbins on WLNZ and on May 29, 
2019 in Grand Rapids with Shelley Irwin on NPR. 

 
Challenges included coordinating the tight schedule of empowHER key leaders  with the media needs for the 
event. PMSI worked closely with the Michigan State University Women’s Basketball lead team in order to meet 
media timing expectations and ensure proper coverage of high-level members from the executive team, resulting 
in better coverage.  
 
PMSI coordinated all media, videography and photography of the event and the distribution of those materials 
through digital, social and media channels. The limited budget, combined with the short timeframe and difficult 
scheduling of multiple stakeholders presented unique challenges. PMSI maintained clear schedules and 
communications and leveraged relationships in order to successfully promote the empowHER message through 
optimal earned channels. 
 
The majority of the promotion was earned media with an extremely limited advertising push to include a thank 
you message to sponsors, volunteers and mentors. The advertising was limited to less than $500.   
 
Evaluation 
 
PMSI measured distinct communications and views to stakeholder groups to gauge project success. The project’s 
objectives were measured as follows: 
 

● Increased communication to sponsors by 75% over the prior year to reach a more diverse and state-wide 
potential sponsor group:  

o State-wide podcast created and aired on the Michigan Business Network 
o Increased media coverage through radio interviews on NPR in Grand Rapids and LCC radio in 

Lansing 
● Increased communication with mentors by 75% from the previous year’s event in order to better prepare 

them for the event: 
o A private Facebook group was established to communicate with mentors regarding schedules, 

meetings, and other important information, which resulted in more direct and clearer 
communication and increased engagement. 

● Increased exposure of the event through social media and other publicity opportunities by 75% from prior 
events to maximize outreach: 

o PMSI created a six-part series podcast with Michigan Business Network. 
o A promotional video on the story of empowHER was created and shared via social media, direct 

email and on the website. 
o 8 new outlets added over previous years to maximize outreach, including new stories and 

features, online articles, public service announcements on three networks, and radio interviews 
 
All objectives were met. PMSI measured success by tracking the sponsors reached from the prior year, contacts by 
empowHER leadership members, and also the addition of a statewide radio program targeting Michigan Business 
Leaders. Mentor communication increased through means of the Facebook group, which led to mentor sign-ups 
starting earlier than in prior years and an increase in participation. 


